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NEW STUDY OF COPY CHARACTERISTICS 
NOW BEING DEVELOPED 


Project Council members for the Institute's "Statistical Study of Copy 
Characteristics" met in New York on December 16th to examine data on 
58 advertisement scoring factors which had been processed through an 
electronic computer. This multiple correlation analysis appears to pro- 
vide clues as to the relative importance of each factor. Further analy- 
sis is being made. 


Council members on this project are: William A. Clark, Monsanto Chem- 
ical Company, St. Louis; John DeWolf, G. M. Basford Company, New 
York City; Robert L. Hartford, The Penton Publishing Company, Cleve- 
land; Craig Mitchell, Buttenheim Publishing Corporation, New York City; 
J. Wesley Rosberg, The Buchen Company, Chicago and Howard G. Saw- 
yer, James Thomas Chirurg Company, Chestnut Hill, Mass. 


WHAT QUESTIONS DO YOU ASK YOURSELF WHEN 
a REVIEWING AN ADVERTISING RESEARCH STUDY? 


One always hopes he's asking the essential ones. But withthe many var- 
ious factors usually involved you may find that it pays to keep IARI Re- 
port #4, "Yardsticks for Evaluating Industrial Advertising Research, "’ 
close at hand. These yardsticks provide acheck list of the most impor- 
tant things to look for--and the listhas been reduced tothe barest essen- 
tials to facilitate use. 


DO YOU EVER BLAME SEASON OF THE YEAR 
FOR A POOR READERSHIP SCORE? 


Actually, it is the advertisement itself which is the main determinant. 
As discussed in Section IV of IARI Report #6, "Analysis of Advertising 
Readership Studies," factors such as season, position and repetition have 
relatively minor effect on advertising scores. 





CAN "SUPERIOR PHOBIA" BE STAMPED OUT? 


The trait most frequently noted among industrial buyers is "superior 
phobia"--a fear of having those above disagree with actions or opinions 
in the purchase decision. 


For a discussion ofthis andfive other personality traits to be overcome 
by the seller, see Section V of IARI's recent study, "Motives in Indus- 
trial Buying. " 


INSTITUTE TRUSTEES TO MEET THIS MONTH 


The annual winter meeting of IARI Trustees will be held on January 21st 
in Washington, D. C., where current and future Institute projects will 
be discussed, 


Those composing the IARI Board are: Chairman, M. E. Ziegenhagen, 
Worthington Corporation; Vice-Chairman, Robert W. Boggs, Union Car- 
bide Plastics Company; Secretary, Arthur H. Dix, Conover- Mast Publi- 
cations, Inc.; Treasurer, Charles Farran, The Griswold-Eshleman Com- 
pany; G. C. Buzby, Chilton Company; H. A. Harty, Wolverine Tube Di- 
vision of Calumet & Hecla, Inc.; Harold W. Hoffman, United States Steel 
Corporation; Kent S. Putnam, Associated Spring Corporation; Ralston B. 
Reid, General Electric Company and George H. West, Consolidated Elec- 
trodynamics Corporation. 


WHO HAS THE RESPONSIBILITY 
FOR HANDLING YOUR INQUIRIES? 


Too often it is found that the responsibility is assigned to personnel who 
lack the judgment or experience to handle inquiries to a company's best 
advantage. Also, some executives best qualified for this activity gener- 
ally have neither the time nor the inclination-- nor would it be economi- 
cally feasible for them to do so. 


For a down-to-earth way of coping with this problem of responsibility 
assignment turn to Page 18 of IARI Report #1, "A Study of Methods for 
Handling & Evaluating Industrial Advertising Inquiries. " 





IARI SEMINAR SET 
FOR DALLAS IN MARCH 


The Institute's headquarters staff will participate in a seminar to be held 
in conjunction with the AIA Dallas Chapter on March 8th. 


HOW CAN INDUSTRIAL ADVERTISING MANPOWER 
BEST BE RECRUITED AND TRAINED? 


The survey employed in IARI Report #5, "Organizing and Controlling 
Industrial Advertising Operations, " found that manpower recruiting and 
training activities were not only poorly developed as a general rule, but 
also were conducted with extreme informality. 


Chapter VII of this study deals exclusively with ways these activities 
can be improved and thereby strengthen the whole industrial advertis- 
ing operation. 


FOUR NEW SUBSCRIBERS 
JOIN INSTITUTE 


IARI welcomes the addition of the following subscribers during December: 
Baroid Division of National Lead Company, Houston, Texas; Gaynor & 
Ducas, Inc., New York City; Jones & Lamson Machine Company, Spring- 
field, Vermont and The Torrington Manufacturing Company, Torrington, 
Connecticut, 


FIRST DRAFT COMPLETED FOR STUDY ON 
MAILED READERSHIP QUESTIONNAIRES 


Project Council members for LARI's forthcoming "Techniques and Stand- 
ards of Mailed Readership Studies" are now reviewing the first draft of 
this report which was developed from material recently tabulated by 
Opinion Research Corporation, 





FOR PROSPECTIVE SUBSCRIBERS ONLY! 


Are you making the necessary allowance in your budget for research to 
increase the effectiveness of your advertising? 


IARI's share-the-cost plan makes it possible for every industrial adver- 
tiser to afford continuous, unbiased research of the highest quality. See 
for yourself in the Subscription Rates Table below, then write to IARI 
for details on other, added benefits of IARI membership. 


Amount of 
Annual Budget Annual Subscription 
Up to $ 50,000 $ 100 
$ 51,000to$ 125,000 $ 200 
$126,000 to $ 250,000 $ 300 
$251,000 to$ 500,000 $ 500 
$501,000 to$ 750,000 $1,000 
$751,000 to $1,000,000 $1,500 
Over $1,000,000 $2,000 


The subscription schedule for industrial advertisers is based on that 
portion of the annual advertising budget devoted to industrial products 
and/or services, regardless of media used, exclusive of overhead ex- 
penses such as salaries, travel, rent, supplies, etc. 


Details of industrial advertising agency and publisher subscription to 
IARI will be sent on request. 
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